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Kuala Lumpur needs an individual identity. The previous destination branding of 
Kuala Lumpur get bad feedback and did not reflect the true identity of Kuala Lumpur. 
Rebranding of Kuala Lumpur aims to identify the brand identity that reflects the 
identity and analyse a suitable brand strategy for Kuala Lumpur. It is also aims to 
design the branding of Kuala Lumpur as a metropolitan city. The approach used is 
dynamic identity, which reflects the dynamism and diversity to indicate the rapid 
growth of the city. The methodology used is visual analysis to analyse the visuals and 
brand collateral of successful destination brands such as Melbourne and New York 
City. At the same time, SWOT analysis and semantic differential analysis are also 
another methodology used in this study. This rebranding is expected to provide a 











Kuala Lumpur memerlukan identiti individu. Penjenamaan destinasi Kuala Lumpur 
yang sebelumnya tidak mendapatkan maklum balas yang baik dan tidak 
mencerminkan identiti sebenar Kuala Lumpur. Penjenamaan semula Kuala Lumpur 
bertujuan untuk mengenal pasti identiti jenama yang mencerminkan identiti dan 
menganalisis strategi jenama yang sesuai untuk Kuala Lumpur. Ia juga bertujuan 
untuk mereka bentuk penjenamaan Kuala Lumpur sebagai sebuah bandaraya 
metropolitan. Identiti dinamik, yang mencerminkan dinamisme dan kepelbagaian , 
digunakan untuk menunjuk pertumbuhan pesat bandar. Kaedah yang digunakan 
adalah analisis visual untuk menganalisis visual dan jenama cagaran jenama 
destinasi berjaya seperti Melbourne dan New York City. Pada masa yang sama, 
kaedah analisis SWOT dan analysis semantic differetial juga digunakan dalam kajian 
ini. Penjenamaan semula ini dijangka menyediakan identiti jenama yang lebih sesuai 
dan imej ke destinasi itu sendiri. 
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Kuala Lumpur also known as Federal Territory of Kuala Lumpur is the capital city and 
biggest city in Malaysia. The area of the city is 243 km
2 
approximately. The city has an 
estimated population of 1.7 million in 2015 (Department of Statistics Malaysia, n.d.). The 
Klang Valley also known as the Greater Kuala Lumpur is an urban agglomeration of 7.2 
million people in 2013 (The Star Online, 2013). 
Kuala Lumpur is one of the federal territories of Malaysia, which located within the 
Selangor state. Kuala Lumpur has eleven districts serve as administrative subdivisions under 
the Dewan Bandaraya Kuala Lumpur (DBKL) authority, which included Bukit Bintang, 
Titiwangsa, Setiawangsa, Wangsa Maju, Batu, Kepong, Segambut, Lembah Pantai, Seputeh, 
Bandar Tun Razak and Cheras (Kuala Lumpur City Hall, n.d.). The local government of 
Kuala Lumpur, Kuala Lumpur City Hall also known as Dewan Bandaraya Kuala Lumpur 
(DBKL) is an agency of the Federal Territories Ministry of Malaysia. It is responsible for 
public health and sanitation, waste removal and management, town planning, environmental 
protection and building control, social and economic development, and general maintenance 
functions of urban infrastructure (Stevens , 2006).  
There are a lot of international events included the 1998 Commonwealth Games and the 
Formula One Grand Prix held in Kuala Lumpur since the 1990s. The famous Petronas Twin 
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Towers and Kuala Lumpur Tower also located in Kuala Lumpur as an iconic landmark of 
Malaysia.
 
1.1.1 History of Kuala Lumpur 
The history of Kuala Lumpur began in the mid 1800s with the rise of tin mining 
industry and then the rubber plantation in the early of 1990s. In 1857, Kuala Lumpur was 
founded at the convergence of Klang River and Gombak. Kuala Lumpur has the meaning of  
‘muddy confluence’. 
The ‘muddy confluence’ venture started when a royal family member of Selangor hired 
tin prospectors to open tin mines in Klang Valley. 87 Chinese tin prospectors in search of tin 
and thus, naming the spot of Kuala Lumpur (Gullick, 1983). The tin they discovered in 
Ampang attracted more miners. Kuala Lumpur became the furthest point up the Klang River 
to which supplies could be brought by boat. Therefore, it became a collection and dispersal 
point serving the tin mines (Gullick, 1955).  
As in other part of peninsular, Kuala Lumpur had been appointed a Kapitan China, who 
administer the Chinese settlement and ensure law and order by the local sultan (Sardar, 2000). 
The third Kapitan China, Yap Ah Loy who had a great influence to Kuala Lumpur and now 
he has been credited as the founder of Kuala Lumpur. He built Kuala Lumpur’s first school 
and shelter for the homeless. He also involved in commercial activities of early Kuala 
Lumpur including the main market such as licensing of brothels, casinos and thinking saloons 
to ensure Kuala Lumpur became the center of commerce in Selangor (Gullick, 1983).  
Sultan Abdul Samad of Selangor accepted the British Resident system that allowed 
British to rule while the Sultan remained the head in 1874. The newly appointed Resident, 
 3 
Frank Swettenham, had developed and transformed Kuala Lumpur into a major urban center 
(Sardar, 2000). Kuala Lumpur became the capital of Selangor and British Colonial 
Administration from Klang in 1880. 
 In 1886, a railway linked between Kuala Lumpur and Klang was built. A year after 
that, Kuala Lumpur was constructed as a new city in fire-resistant brick yet Kapitan Yap Ah 
Loy set up the brick industry and the place is called as eponymous Brickfields. Kuala Lumpur 
became the capital of newly formed Federated Malay States in 1896.  
Most of the central Kuala Lumpur grew in an organic fashion originally without any 
significant plans in the early years. The streets in the older parts of the town are narrow, 
winding and congested. This makes the architecture of this part unique which the buildings 
are the hybrid of European and Chinese forms.  
The population grew rapidly in 1880s and therefore a Sanitary Board was created in 
1890 to concern about the management of sanitation, waste disposal and other health issues. 
The Sanitary Board later became the Kuala Lumpur Municipal Council which is also known 
as Dewan Bandaraya Kuala Lumpur or DBKL (Chiang, 1990).  
The development of rubber industry in Selangor made the population of Kuala Lumpur 
increase from 30,000 in 1920 to 80,000 in 1920 and then over 100,000 in 1931 (Neill & 
Shirley, 2013). The commercial activities of Kuala Lumpur were ran by Chinese businessman 
such as Loke Yew, the richest and most influential Chinese in Kuala Lumpur, Choo Kia Peng, 
the successor of Loke Yew, Yap Kwan Seng, the last Kapitan of Kuala Lumpur and Eu Tong 
Sen. The growth of rubber industry made the arrival of foreign capital and planters to 
establish new companies and industries in Kuala Lumpur (Gullick, 1983).  
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Kuala Lumpur was occupied by Japanese around three years and eight months which is 
1942 to 1945. During the period of Japanese occupation, the Japanese military launched a lot 
of policies such as the selective policy where the Chinese had been treated poorly because of 
the ethnic Chinese support the Chinese government during the war between China and Japan 
in 1895 and 1937. While the ethnic Malays were treated well with promise of independence 
after the war so that Malays would co-operate to allow the Japanese continue to administer 
Kuala Lumpur (Guides, 2015). After the Japanese surrendered in 1945, Kuala Lumpur has 
been returned to British Military Administration and declared Malayan Union in 1946.  
Kuala Lumpur was the first Malayan cities to hold an election. The first municipal 
election was held on 16 February 1952 (Ooi, 2004). Kuala Lumpur get its important role 
again in 1957 as the first Malayan flag was raised on the ground of the cricket field in 
Merdeka Square which also known as Dataran Merdeka to mark the beginning of the 
independency of the country. In 1974, Kuala Lumpur officially became the Federal Territory 
and ceded by Sultan of Selangor.  
1.1.2 Landmarks in Kuala Lumpur 
There are so many iconic and historical architecture become the landmarks in Kuala 
Lumpur or even Malaysia. Most of the landmarks become the attraction to the local and 
international tourists. Tourist can get to discover and understand the history and development 




Figure 1.1 Petronas Twin Towers 
Petronas Twin Towers is the famous landmark in Kuala Lumpur. It is once the tallest 
buildings in the world. The towers were designed by Cesar Pelli & Associates with both 




 floors by a 58 meter long, double-decker sky bridge. 
The height of the towers is 452 meters. It is located in the center of Kuala Lumpur. The 
architecture of the towers is Islamic- inspired and the buildings primarily house the corporate 
headquarters of the Petronas company and other offices (Asia Web Direct, n.d.).  
 
Figure 1.2 Menara Kuala Lumpur 
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Menara Kuala Lumpur also known as Kuala Lumpur Tower is also another 
recognizable landmark alongside Petronas Twin Towers. The tower was contructed in 1994 
and it stands at 421 meters. The tower has the most spectacular view of the city. This 
gleaming tower’s spindle-like apex is visible from almost everywhere in Kuala Lumpur. The 
viewing deck of Kuala Lumpur Tower is at 276 meters and at least 100 meters higher than the 
Skybridge of Petronas Twin Towers (Asia Web Direct, n.d.).  
 
Figure 1.3 Merdeka Square 
Merdeka Square also known as Dataran Merdeka is also a very well-known landmark in 
Kuala Lumpur. It is set in front of the Sultan Abdul Samad Building, the former State 
Secretariat. It is also located in front of the Royal Selangor Club. Merdeka Square seems to be 
nothing more than a giant field that filled with manicured green lawns and a centerpiece of 
tallest flagpole in the world around 95 meters yet the Jalur Gemilang is raised on it. Merdeka 
Square is located at the corner of Jalan Tuanku Abdul Rahman and Jalan Raja Laut (Aisa 
Web Direct, n.d.).  
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Figure 1.4 National Monument 
(Malaysia Travel, n.d.) 
The National Monument is located along Jalan Tamingsabi, at the northen end of the 
Lake Gardens on Jalan Parlimen. The statue is 15 meters height and it is dedicated to the 
evelen thousand people who died during the First World War, the struggle against the 
Japanese and the Malayan Emergency. The statue was built in 1966 and designed by Felix de 
Weldon, the same designer who worked on the Iwo Jima Memorial in Washington DC. Each 
figure represents one of the seven qualities which is leadership, sacrifice, suffering, strength, 
courage, unity, vigilance and courage (Asia Web Direct, n.d.).   
